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Penelitian ini bertujuan untuk mengetahui: (1) pengaruh motivasi terhadap keputusan 

pembelian layanan Netflix, (2) pengaruh persepsi harga terhadap keputusan 

pembelian layanan Netflix, (3) pengaruh kepercayaan terhadap keputusan pembelian 

layanan Netflix, (4) pengaruh electronic word of mouth terhadap keputusan pembelian 

layanan Netflix, (5) pengaruh gaya hidup terhadap keputusan pembelian layanan 

Netflix, dan (6) pengaruh motivasi, persepsi harga, kepercayaan, electronic word of 

mouth, dan gaya hidup secara simultan terhadap keputusan pembelian layanan 

Netflix. Penelitian ini menggunakan pendekatan kuantitatif dengan jenis penelitian 

asosiatif kausal. Teknik pengambilan sampel yang digunakan adalah non-probability 

sampling dengan metode purposive sampling. Data diperoleh melalui penyebaran 

kuesioner menggunakan Google Form kepada 180 responden yang berusia 18–26 

tahun, sedang menggunakan layanan Netflix, dan pernah membaca ulasan mengenai 

layanan Netflix. Teknik analisis data yang digunakan adalah analisis regresi linear 

berganda dengan bantuan aplikasi SPSS versi 25. Berdasarkan hasil penelitian yang 

telah dilakukan, diperoleh hasil bahwa: (1) motivasi berpengaruh positif dan 

signifikan terhadap keputusan pembelian layanan Netflix, (2) persepsi harga tidak 

berpengaruh signifikan terhadap keputusan pembelian layanan Netflix, (3) 

kepercayaan tidak berpengaruh signifikan terhadap keputusan pembelian layanan 

Netflix, (4) electronic word of mouth berpengaruh positif dan signifikan terhadap 

keputusan pembelian layanan Netflix, (5) gaya hidup berpengaruh positif dan 

signifikan terhadap keputusan pembelian layanan Netflix, dan (6) motivasi, persepsi 

harga, kepercayaan, Electronic Word of Mouth, dan gaya hidup secara simultan 

berpengaruh signifikan terhadap keputusan pembelian layanan Netflix.  
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This study aims to determine: (1) the influence of motivation on the purchase 

decision of Netflix services, (2) the influence of price perception on the purchase 

decision of Netflix services, (3) the influence of trust on the purchase decision of 

Netflix services, (4) the influence of electronic word of mouth on the purchase 

decision of Netflix services, (5) the influence of lifestyle on the purchase decision of 

Netflix services, and (6) the simultaneous influence of motivation, price perception, 

trust, electronic word of mouth, and lifestyle on the purchase decision of Netflix 

services. This study uses a quantitative approach with a causal associative research 

design. The sampling technique used is non-probability sampling with a purposive 

sampling method. Data were obtained through questionnaires distributed using 

Google Forms to 180 respondents aged 18–26 years, who are currently using Netflix 

services and have read reviews about Netflix services. The data analysis technique 

used is multiple linear regression analysis with the assistance of SPSS version 

25.Based on the results of the research, it was found that: (1) motivation had a 

positive and significant influence on the purchase decision of Netflix services, (2) 

price perception did not have a significant influence on the purchase decision of 

Netflix services, (3) trust does not have a significant influence on the purchase 

decision of Netflix services, (4) electronic word of mouth had a positive and 

significant influence on the purchase decision of Netflix services, (5) lifestyle had a 

positive and significant influence on the purchase decision of Netflix services, and (6) 

motivation, price perception, trust, electronic word of mouth, and lifestyle 

simultaneously had a significant influence on the purchase decision of Netflix 

services. 
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